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INTERNATIONAL OPPORTUNITIES FOR LOCAL FIRMS
There is little doubt that the business world is 
shrinking. Technology is bringing business organi­
zations closer together and international trade is 
being encouraged by the removal of barriers 
between countries. While some may wonder 
whether these worldwide developments have 
applicability to small and local CPA firms, in reality 
it is only a matter of time until all business entities 
are affected.
Because of this trend, local firms might seriously 
consider how to acquire the knowledge to help cli­
ents sell their products and services overseas or 
participate in joint ventures here in the United 
States. Local firms might also want to consider how 
to build some revenues for themselves from the 
international arena.
Our interest in international business began 
about four years ago when a client decided to inves­
tigate doing business in Europe and sought our 
advice on overseas operations and tax implications. 
We were somewhat embarrassed to find we did not 
have the information readily at hand and concluded 
we would have to engage in some strategic planning 
if we wanted to obtain our share of the business that 
would eventually come to these shores.
Our first step was to form an international com­
mittee and invite all partners, managers, and super­
visors to join who might have interest in attacking 
this new area. Eleven people attended the first meet­
ing scheduled.
After a three-hour discussion, we decided to form 
four subcommittees to develop embassy connec­
tions, marketing materials, and Intercontinental 
Accounting Associates sources (our international 
network), and to tap into New York State and New 
York City resources. The first round of activities was 
as follows:
□ Partners were assigned specific country 
embassies and consulates where they could 
introduce our firm. Many countries have busi­
ness and economic development offices in the 
United States and encourage trade and invest­
ment inquiries. We received a warm reception 
and were able to make appointments at about 
15 countries’ delegations.
□ We contacted U.S. banks to explore the pos­
sibility of working with foreign companies 
which use those banks in this country.
□ We contacted the New York City Chamber of 
Commerce, the New York State Department of 
Economic Development, and the Port 
Authority of New York and New Jersey. These 
agencies are all interested in attracting foreign 
business.
□ One of our CPAs is also an attorney and was 
able to join a group of attorneys who concen­
trate in the practice of international law. He has 
made some valuable contacts at the groups 
monthly meeting.
During the third month of our committees exis­
tence, we prepared an international brochure 
(much the same as our regular brochure) and 
designed an advertisement for an international 
trade publication. Also, our tax staff prepared brief­
ings for us on basic international tax rules and regu­
lations and methods of business.
In the following two months, we arranged a pre­
sentation by a major international bank on ways to 
handle middle market overseas business. We heard 
about foreign exchange and cash management
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methods, and let the bank know of our interest in 
providing client services.
A discussion of ways to reach a larger audience 
resulted in our planning a seminar on how to enter 
the international market. We arranged for presenta­
tions by New York State representatives, by one of 
our tax partners, and by the client who made the 
original inquiries and who, by now, had a venture 
operating in England. We issued invitations via our 
monthly client newsletter (circulation 3,000) and 
sent press releases about the seminar to local news­
papers.
In the meantime, our contacts with foreign dele­
gations resulted in meetings with the staff represen­
tatives of Poland, Italy, The Netherlands, Finland, 
Turkey, and Indonesia. Most entered our firm name 
into their missions economic data bank for refer­
ence by businesses that are seeking to establish con­
tacts in the U.S.
We were now beginning the sixth month since 
formation of our international committee. We con­
sidered a more specific brochure but decided 
instead to produce a one-page insert to the existing 
international brochure. The date for our seminar 
arrived and we were delighted to have 173 accep­
tances. It snowed heavily in New York the day of our 
seminar. Nonetheless, 90 people attended. The least 
technical presentation was the highlight, during 
which our successful client let the audience know 
that a business could indeed be started overseas by a 
relatively small company.
The seminar was followed by a cocktail party and 
networking session. Within the next week, we sent 
follow-up letters to the attendees and to those who, 
unfortunately, had been weatherbound. The semi­
nar was an uplifting experience for everyone in our 
firm, and it let our clients and contacts know of our 
interest in the international arena.
During the eighth and ninth months, we received 
leads to people wanting to do business in Europe. 
We had several meetings but nothing developed. In 
addition, we were invited to make a proposal to a 
group in Czechoslovakia to present a six-week 
accounting course to local business people so they 
could understand how to account for their transact­
ions. It is worth noting that many countries in East­
ern Europe do not have proper accounting systems.
We evaluated our approach toward the end of that 
period and decided to reduce the size of the interna­
tional committee to make it less cumbersome and 
more focused. We now have a three-person commit­
tee that meets on an “as needed” basis and enlists 
the assistance of others for specific projects. Our 
marketing director administers these efforts and 
keeps them on track.
What has all this meant for us? Although our 
efforts have produced little in fees, our firm name 
has become better known and we are generally 
pleased. We now know how to investigate doing 
business overseas and don’t have to feel intimidated 
if an international opportunity comes our way. 
Moreover, we can demonstrate our interest in our 
clients’ businesses by suggesting they consider over­
seas markets.
How you can find opportunities
Of course, not every firm is based in a major metro­
politan area with foreign embassies and consulates. 
That does not preclude you from participating, how­
ever. You can enquire about foreign countries’ pres­
ence in your locality and check the business papers 
regarding foreign trade delegations visiting your 
area. And keep in mind that foreign countries, 
especially the underdeveloped countries of Eastern 
Europe, are looking for investors and financial 
expertise.
Joining an international association of CPA firms 
is another avenue of involvement. As a member, a 
firm can refer clients to trusted affiliates, use their 
office facilities when visiting on business, obtain 
help on accounting problems in foreign jurisdic­
tions, and tap into the association's network of con­
tacts abroad. You can reap new business from 
membership, as well.
If you are not a member of an association with 
international affiliates, contact the International 
Federation of Accountants, 540 Madison Avenue, 
New York, New York 10022, tel. (212) 486-2446. They 
can provide you with a roster of the accounting 
institutes in other countries to which you can write 
for a listing of their accounting firms. You might be 
(continued on page 8)
The Practicing CPA (ISSN 0885-6931), September 1992, Volume 16, Number 9. Publication and editorial office: 1211 Avenue of the 
Americas, New York, NY 10036-8775. Copyright © 1992 American Institute of Certified Public Accountants, Inc. Printing and 
mailing paid by the private companies practice section (PCPS) of the AICPA division for CPA firms. Opinions of the authors are their 
own and do not necessarily reflect policies of the Institute.
Editor: Graham G. Goddard
Editorial Advisors: Jerrell A. Atkinson, Albuquerque, NM; Richard A. Berenson, New York, NY; Lucy R. Carter, Nashville, TN; 
W Thomas Cooper, Louisville, KY; Charles C. Cummings, Jr., Houston, TX; Robert L. Israeloff, Valley Stream, NY; James P Luton, 
Oklahoma City, OK; Wanda L. Lorenz, Dallas, TX; Gary S. Nelson, Bend, OR; Jake L. Netterville, Baton Rouge, LA; Judith H. 
O’Dell, Wayne, PA; Abram J. Serotta, Augusta, GA; Ronald W. Stewart, Monroe, LA; Judith R. Trepeck, Farmington Hills, Ml; Robert 
J. Zarlengo, Wheat Ridge, CO.
Practicing CPA, September 1992
3
Your Voice in Washington
Long-awaited liability reforms bill introduced 
Critically important legislation for the entire 
accounting profession was introduced in Congress 
in August. While the bipartisan litigation reform 
legislation, H.R. 5828 and S. 3138, pertains only to 
suits brought under Securities and Exchange Com­
mission Rule 10b-5, the importance of the legisla­
tion to the future of the overall profession is 
enormous. Enactment would establish a precedent 
for proportionate liability and be a welcome and 
needed step towards restoring balance and fairness 
in the litigation arena.
A rule of proportionate liability would require 
judgments against defendants to be based on their 
proportionate contribution to claimed losses rather 
than on their ability to pay most or all of the entire 
judgment.
Philip B. Chenok, president of the American 
Institute of CPAs, says proportionate liability is 
"especially welcomed" by the accounting profession 
because accountants are often named as codefen­
dants, not because they are engaged in any deliber­
ate fraud but because they are able to pay large 
judgments. Mr. Chenok adds, "The current doctrine 
of joint and several liability must be replaced if 
accountants are to continue performing audits in 
high-risk situations such as initial public offerings.”
Small CPA firms have not escaped the effect the 
litigation explosion has had on large firms. A recent 
AICPA survey indicates that claims against firms 
other than the six largest ones rose by two-thirds 
between 1987 and 1991. Ninety-six percent of those 
firms having more than 50 CPAs reported an 
increase in exposure to legal liability. The same 
group has experienced a 300 percent increase in 
liability insurance premiums since 1985. Smaller 
firms must now carry far more coverage, and high 
deductibles force them to pay even medium-size 
claims out of pocket. The median amount for 
deductibles is now $240,000—nearly six times the 
1985 median of $42,000. Forty percent of all firms 
surveyed are "going bare,” largely because liability 
insurance is simply too expensive.
Another effect of the liability burden is that 
smaller and mid-size firms are practicing risk 
reduction by limiting or abandoning their audit 
practices. The litigious practice environment is also 
making it increasingly difficult to attract and retain 
the most qualified individuals at every level.
The legislation also would require unsuccessful 
litigants to pay the legal fees and expenses of the 
prevailing party under certain circumstances. 
Enactment of such a provision would help limit the 
number of meritless cases that are now filed.
H.R. 5828 was introduced by Rep. Billy Tauzin (D- 
LA); the bill’s chief cosponsors are Reps. Norman 
Lent (R-NY), Ralph Hall (D-TX), and Don Ritter (R- 
PA). S. 3181 was introduced by Senators Pete 
Domenici (R-NM) and Terry Sanford (D-NC). It is 
expected hearings will be held in both the House 
and Senate in early 1993. □
AICPA MAP and Marketing 
Conferences Go Together
This year’s national practice management and 
marketing conferences will be held con­
currerently, enabling partners and marketing 
personnel to learn about new management 
and marketing techniques together at one loca­
tion—the Stouffer Orlando Resort in Orlando, 
Florida.
The sessions will include creating a niche in 
litigation support services, getting started in 
business valuations, solving partner retire­
ment problems, managing and motivating 
professional staff, maximizing firm revenues, 
evaluating and selecting practice management 
software, creating a client-driven practice, 
making marketing work by strengthening 
sales skills, analyzing the competition, mar­
keting through the media, improving practice 
development through effective communica­
tions, and marketing the firm versus selling 
the practitioner.
As usual at National MAP and Marketing 
Conferences, sessions are planned so partici­
pants can exchange information with col­
leagues from across the country.
□ The National Practice Management Con­
ference program offers four general ses­
sions, a choice of four out of twelve 
concurrent sessions, plus evening and 
early bird sessions on various aspects of 
practice management. It will be held on 
October 26-28 and costs $550.
□ The National Marketing Conference pro­
gram includes two general sessions and a 
choice of four out of six concurrent ses­
sions on marketing topics. It will be held 
on October 27-28 and costs $315.
To register, contact the AICPA meetings 
department, (201) 938-3232.
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Creating a Client-Driven 
Accounting Practice
The average CPA continues to have faith in the age- 
old belief that it is who you know that counts when it 
comes to getting new business. Inherent in such a 
view, of course, is an implicit discounting of the 
value of both experience and professional talent.
For many clients, the selection of a CPA or a law­
yer never received the same level of personal 
involvement given to, say, choosing a surgeon to 
perform an operation. It was more likely to result 
from a recommendation made on a golf course. 
Meet the right people and get the business. This was 
the scenario in the accounting profession for fifty 
years or more.
Today, that is changing. Long-term loyalty is his­
tory. Clients are no longer passive and accepting. 
They want to know how you arrived at specific con­
clusions. The task now is to establish a new and 
different goal. You must get clients to want to do 
business with you.
In order to create a client-driven practice, the 
emphasis is not on who you know but what you 
know. Clients are making more thorough inquiries 
before engaging an accounting firm. This means you 
must find out exactly what clients and prospects 
want then take steps, such as the following, to 
attract them.
Create deliberate differentiation. You may be a 
sole practitioner or you may be a forty-partner firm, 
but the question is the same. What makes you dif­
ferent from the other firms in your service area? If 
the difference is just your office decor, the number of 
not-for-profit boards on which you serve, or your 
membership in the right country club, you have a 
dark, cloudy future.
The focus should be on what makes your firm 
different in terms of meeting client expectations and 
what you are doing to set yourself apart from the 
pack. For example, does your brochure look like 
every other firm’s brochure? Is your client news­
letter a carbon copy of every other CPA firm’s news­
letter? If your products and services resemble every 
other CPA firm’s, perhaps you really are just a fac­
simile of them.
Systematize new business development. Call it 
practice development, new business development, 
or anything you like, the goal is to create new 
sources of revenue. The first task is to identify spe­
cific prospects you would like to have as clients. The 
number does not matter too much at this stage. The 
idea is to continually add to the new business de­
velopment list and to expand your reach further in 
your particular areas of interest.
Few firms take this bothersome task seriously.
Yet, it holds the key to the future. Out of this group of 
names will come next year’s clients, as well as cli­
ents three to five years hence.
Educate your prospects. We could refer to this as 
an ongoing responsibility to share your knowledge. 
What it does is focus you on what the client wants. 
You may think something is important, for example, 
but if the client or prospect doesn’t attach the same 
importance to it, then it probably is not worth 
pursuing. In this regard, make sure your brochures 
and newsletters contain relevant information that 
the recipients are interested in and will read.
The most effective way to stimulate interest on the 
part of serious prospects is to get them intrigued by
New Location: New Numbers
Following are some of the new direct telephone 
numbers for those AICPA services and 



















Membership Administration (201) 938-3100
NAARS (201) 938-3248
Order department (800) TO-AICPA
Pers. Financial Planning (800) TO-AICPA
Professional Ethics (201) 938-3190
Public Meeting Notices (800) TO-AICPA
Quality/Peer Review (201) 938-3030
Subscriptions/Cust. Serv. (201) 938-3333
Tech. Information Hotline (800) TO-AICPA
Note: The Institutes headquarters and mailing 
address remain at 1211 Avenue of the Americas, 
New York, New York 10036-8775. 
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what you are thinking. The goal is to get them to 
want your services because of what you know.
Carve out your niche. The final concept in creat­
ing a client-driven practice is to carve out a specific 
niche. Remember: Clients want to do business today 
with experts. Clients want the confidence of knowing 
that someone really understands their business. The 
implication: Generalists are out of fashion. Carving 
out a niche is by far the most effective way to “bul­
letproof” your practice; that is, it allows you to hold 
on to clients even though the competition is trying 
to win them away from you.
A niche is invaluable. In fact, if a niche is 
developed properly, it may be your firms best form 
of security. First, because you are known as the spe­
cialists in a particular field, prospects will tend to 
seek you out. When this happens, your chances of 
obtaining an engagement are greatly boosted. Sec­
ond, clients will come from farther afield to obtain 
your services. A niche can expand your marketing 
area in a natural, effective way.
What if you are located in a smaller community? 
It is generally assumed that building a niche is far 
more difficult in a smaller community than in a 
large metropolitan area. This isn’t necessarily true, 
however. Much depends on how you define a niche 
and how you present your firm.
For example, if you are located in a mid-size city 
or even in a smaller town, why not position your 
firm as having expertise in the retail business? Hold 
seminars for retailers on subjects of interest to 
them. Share information on retailing in your news­
letter and mail it to as many retailers as possible.
By taking steps along these lines, you can change 
your focus from what you want to sell to what clients 
and prospects want to buy. Your firm will then 
become client-driven. When this happens, account­
ing firms grow. [7]
— by John R. Graham, Graham Communications, 40 
Oval Road, Quincy, Massachusetts 02170, tel. (617) 
328-0069, FAX (617) 471-1504
Editor’s note: Mr. Graham will be giving a presentation 
on this topic at next month's National MAP and Mar­
keting Conferences. See notice on page 3.
CPA-Improve
Every business has paradigms—those standard 
processes and procedures that are used throughout 
the entity. About two years ago, we read of the 
improvements various corporations had achieved 
by successfully challenging and changing their par­
adigms. We decided to institute a similar program 
at our firm which we called CPA-Improve (Chal­
lenge Paradigms And Improve). We anticipated that 
the program would take several years to complete 
and the cost would be high. The anticipated benefits 
should be substantial.
To begin the program, we formed teams of five or 
six people comprising everyone on the staff, with 
each team being a cross-section of the various per­
sonnel levels in the firm. A manager, not a partner, 
heads each team, and partners are not permitted to 
dominate the discussions or to criticize ideas. Their 
primary role is to listen and explain how things are 
presently done, if that is necessary. They are not to 
defend present procedures, however.
We compiled a preliminary list of discussion top­
ics. That list ranged from how we handle the mail 
and answer the telephone to how we perform audits. 
Obviously, some topics require more time for thor­
ough exploration than others.
The teams discuss the topics and advance alter­
native methods and ideas. These initial suggestions 
are then reduced to concrete proposals for change. 
Vague concepts, such as "Do a better job of client 
development” are not acceptable.
The partners meet periodically to accept or reject 
the proposals. The partner who is a member of the 
team that originated the proposal will explain the 
thinking behind it to help the other partners reach a 
decision. The CPA-Improve update is reported to all 
personnel at any in-house CPE or staff meeting.
CPA-Improve meetings have a high priority in 
our firm and are scheduled just like any client work. 
The meetings are held regularly, except in the period 
from January 15th to April 15th, and absences are 
discouraged.
We expected a number of brilliant suggestions 
(home runs) to result from these meetings, but that 
hasn’t really happened yet. We have benefited from 
a number of good suggestions (singles), however; 
and since we are only halfway through the project, 
the possibility of one or more home runs still exists.
There has been one pleasant and unexpected 
result from the CPA-Improve program. Staff now 
has a much better understanding of how a CPA firm 
works and why things are done the way they are. 
This has lead to better overall job performance and 
satisfaction on the part of everyone.
If you are interested in receiving a copy of our 
original CPA-Improve memorandum or a list of dis­
cussion topics, just write or FAX us. [7]
— by Kenneth C. McCrory, CPA, McCrory and 
McDowell, 312 Boulevard of the Allies, Pittsburgh, 
Pennsylvania 15222, FAX (412) 281-5925
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Ideas for Business Building
Growth to an accounting firm, at least sustained 
growth, is an important sign that you are meeting 
the needs of the market place. These needs change 
over time. Technological, economic and political 
developments, changes in the tax law, and changes 
in life-styles all have an impact on the market for 
our services and on the way we provide them.
These are tough economic times for almost every­
one, with conditions made more difficult by con­
stant change. Nevertheless, there are certain man­
agement ideas you can use to help guide your firm 
through the challenges that lie ahead and position it 
for future growth.
Look back
Determine how your firm reached its present posi­
tion. Establish what the significant successes and 
failures have been. Check the infrastructure of your 
firm, such as its
□ Personnel. Have your successes been due to a 
few good people? Have you been able to retain 
outstanding members of the staff? Tradition­
ally, accounting firms have high turnover. Have 
you managed this turnover effectively?
□ Product. Determine which products and ser­
vices have been successful and why. Do clients 
buy value-added services or do they regard 
your products as commodities? See whether 
there has been any price resistance. Also, check 
your backlog to see if the work can be com­
pleted on time in a quality fashion. If the back­
log is too large, consider whether you are really 
buying market share and might be better off 
raising prices.
□ Location. Is your firm still situated in a conven­
ient location for clients and potential clients?
Look ahead
Set goals and write a mission statement. One goal 
should always be profit generation because profits 
are the lifeblood of every firm. Keep in mind that it 
might sound easy to set specific goals, but it isn't. 
Goal setting requires examining the organization 
and the talents in it, determining what product 
niches you want to fill, and then deciding how best 
to adapt and use your resources to attain the goals. 
Some key principles to remember are to
□ Be a leader, not a follower. Innovate, but be aware 
of what other firms in your area are doing. You 
can learn from their mistakes and successes.
□ Listen to clients. Quality to a client is a com­
bination of product, price and service. Find out 
who the decision makers are when targeting 
potential clients. Networking is a good way to 
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get to know the right people. Joining service 
organizations and the local chamber of com­
merce can be helpful in this regard.
□ Strengthen your staff. Hire and make every 
effort to retain people with the skills you need 
to help you reach your goals. Listen to their 
ideas and give them opportunities to partici­
pate in the firm’s success.
As partners, much of our time is usually spent 
reacting to problems rather than taking steps 
to prevent them. When we can spend our time in 
the pursuit of goals rather than in crisis manage­
ment, increased profits and client loyalty will 
likely result. □
— by Kurt T. Jacobsen, CPA, Umble, Gayhart & Jac­
obsen, 7419 Kingsgate Way, P.O. Box 849, West Chester, 
Ohio 45069
Work Paper Retention
Have you thought about your firm’s work paper 
retention policy lately? If you haven’t, perhaps you 
should. Retention costs might be much higher than 
you realize.
Costs associated with the physical storage of 
retained work papers are the most obvious expense 
and vary according to the space required and the 
location of the files. These costs could pale in com­
parison with other costs, however, if your firm 
becomes involved in a lawsuit. The retention of 
excessive engagement documentation can be a Pan­
dora’s box during litigation.
It is not uncommon for a plaintiff's attorney to 
review all available engagement documentation 
during discovery in search of incriminating infor­
mation that can be used against the firm. Because of 
this, many firms are re-examining their work paper 
retention policies in an effort to contain costs and 
minimize liability exposure.
The private companies practice section technical 
issues committee recently polled a number of dif­
ferent-size firms to determine their work paper 
retention policies and obtained the following infor­
mation:
□ Most formal record retention policies are docu­
mented. The policy usually outlines an appro­
priate retention period for each type of docu­
ment.
□ Firms strictly adhere to their adopted policy. 
Exceptions require authorization.
□ Engagement documentation is typically 
retained for three to six years. A six-year reten­
tion period is generally used for audit work 
papers from Securities and Exchange Commis­
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sion registrants because some regulations 
require a five-year disclosure of certain infor­
mation.
□ Documentation related to former client 
engagements typically has a shorter retention 
period.
Firms usually retain the following information 
permanently:
□ Accountants' reports and related financial 
statements, including information concerning 
the release and delivery dates of reports.
□ Information documenting supervision and 
review of engagements, including evidence of 
engagement and concurring partner reviews.
□ Letters and reports obtained from attorneys 
and other specialists during audit engage­
ments.
□ Reports on internal controls and compliance 
matters provided to management.
□ Client engagement and representation letters.
□ Information documenting decisions to resign 
from engagements.
The firms polled considered the following factors 
in developing their work paper retention policies:
PCPS Advocacy Activities
Related Party Lessor:
To Combine or Not to Combine
Small businesses frequently conduct their 
operations through a corporate entity which 
leases the real estate necessary for its opera­
tions from its sole stockholder or a partnership 
controlled by individuals closely related to the 
corporation. The private companies practice 
section technical issues committee (TIC) has 
learned that some CPAs believe the emerging 
issues task force (EITF) consensus on Issue no. 
90-15 requires these related parties to present 
combined financial statements so that even in 
operating lease situations, the leased asset and 
related liabilities would appear on the corpo­
ration’s balance sheet.
TIC confirmed with the Financial Account­
ing Standards Board that combination is not 
automatic and is required only when all three 
conditions listed in the consensus exist. TIC 
has asked CPE providers to inform instructors 
covering Issue no. 90-15 to make this point 
clear. If you need a copy of Issue no. 90-15 or 
have any doubts as to its applicability to a 
client situation, the FASB staff will be pleased 
to discuss it with you. Call (203) 847-0700. 
regulatory requirements (Internal Revenue Service, 
state and local income tax codes, ERISA, etc.), 
industry specific requirements (banking, insurance, 
etc.), bankruptcy laws, litigation, practice reviews, 
contractural arrangements, and other agreements. 
Also, record retention requirements vary among the 
states and among governmental agencies.
You may wish to consult with your legal counsel 
or insurance carrier before revising your firm’s pol­
icies. □
—by Richard V. Siewert, CPA, Charles Bailly & Com­
pany, Lutheran Brotherhood Building, Suite 1250, 625 
Fourth Avenue South, Minneapolis, Minnesota 55415
The Challenges for Firm Administrators
As a prelude to a presentation at the AICPA Firm 
Administrators Conference last year, I surveyed 38 
of my fellow administrators to determine their 
views of the challenges facing us. The 28 admin­
istrators who responded worked for a cross-section 
of firms—large national firms and local practices 
with 25 total personnel. All expressed concern about 
dealing with cost pressures and expanding their 
roles so as to contribute more to firm profits.
A high priority with firm administrators is 
increasing staff utilization. Because of layoffs at 
many firms, administrators will be challenged to 
increase production with fewer employees. Deter­
mining true staffing needs in order to deliver 
quality client service is essential.
Many administrators said they planned to use any 
slack time to advance staff education and motivate 
people to work more efficiently. Cross-training was 
mentioned, as was getting staff involved in market­
ing activities. Maintaining staff morale in the face of 
layoffs and small or no compensation increases 
ranked high on the list of concerns. Administrators 
predicted increased stress for themselves in dealing 
with constant staff problems.
The idea of firm administrators being chargeable 
received considerable support. Most of the respond­
ents believe an administrator’s experience and 
knowledge can be put to good use in the form of such 
billable services as administrative reviews and tech­
nology and marketing audits. This would mean firm 
administrators would have to delegate some current 
responsibilities, which would benefit other admin­
istrative staff.
For experienced administrators, challenging tra­
ditional roles is natural. To compete in the years 
ahead, my colleagues believe they will need to
□ Engage in creative problem solving. This will 
mean taking a new look at old systems and
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continuing to computerize manual systems.
□ Seek ways of improving their visibility with the 
partner group. This will include searching for 
new projects, suggesting new programs to 
build teamwork and efficiency, and asking for 
new responsibilities.
□ Delegate routine work in order to take on higher- 
level projects such as long-range planning, 
marketing, and billable services.
□ Become involved with groups such as the Asso­
ciation of Accounting Administrators and state 
society practice management groups for net­
working opportunities, and a chance to ex­
change ideas, teach, and generally enhance the 
value of the position.
My colleagues and I see our role as an ever chang­
ing one and believe our real challenge lies in our 
abilities to adapt. While our firms will need to assist 
us in refining our skills, we believe we can make 
ourselves more valuable by expanding our horizons. 
This way, we can contribute both to our own growth 
and to our firms’ bottom lines. □
— by Rosemary A. Woren, The Administrators Ser­
vices Group, 3 Brookings Court, Baltimore, Maryland 
21234, tel. (410) 668-0295
International Opportunities (continued from page 2) 
able to strike up a reciprocal relationship with one 
of them.
Most important, survey your present client base. 
Many initiatives into the international arena such as 
ours are client driven. Perhaps you have clients who 
are thinking of the possibilities of overseas business 
but don’t know how to begin. Step in with your 
contacts and acquired expertise. You could be re­
warded with client goodwill and additional billings.
We began the process by forming a committee to 
focus specifically on preparing our firm for interna­
tional involvement. We knew from the outset it was 
a long-range project. We have no doubt, however, 
that five years from now the business world will be 
even smaller. □
— by Robert L. Israeloff, CPA, Israeloff Trattner & 
Co., 11 Sunrise Plaza, Valley Stream, New York 11580
Editor’s note: The XIV World Congress of Accountants, 
which will be held on October 11—14 in Washington, 
D.C., will address a wide variety of topics associated 
with globalization. To register, contact ITS, 104 Wil­
mont Road, P.O. Box 825, Deerfield, Illinois 
60015-0825, tel. (708) 940-2100, FAX (708) 940-2386.
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